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ABSTRACT
TIlls research will try to evaluate the nature of current advertisements based on the 5m' s
of advertisement. / ie mission, money, message, media and measurement /. Advertising is
crucial and is becoming a decisive tool to the introduction of a new product, the protection of
market share and also to compete with similar firms. Even though, it is costly and often it's
effects are uncertain, nowadays companies invest a lot of money in order to advertise their
products and services. Most of the time the advertisement programs are handled by the
marketing department.
The main objectives of this research is to evaluate current advertisements. To
clarity the attitude of the viewer towards these advertisement and to suggest what should be done
to make the advertisements attractive and effective from the viewer point of view. And to
pinpoint the problem associated with the current advertisement and again to provide a solution to
make the advertisements attractive and effective in relation with the 5m's and other related
points from the remaining two perspectives. All the necessary data for the accomplishment of
this paper will be collected through questioners and interview ..
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CHAPTER ONE
Ie THE STUDY AND IT'S APPROACH
1.1 INTRODUCTION
Marketing management entails the development of appropriate products and services for
target market at the right price and the procedures for making them readily available. However,
manages must also develop programs for presenting information about the organization and it's
products to target market. Marketing information can be communicated through personal
sources or through impersonal sources -primarily advertising and soles promotion of the various
promotion activities, advertising is clearly the most visible. That is why companies perceive
and use advertisement as one of the most common tool to direct persuasive communications to
target buyer and public (Kotler, 1997). Even though, it is costly and often its effects are
uncertain, nowadays companies invest a lot of money in order to advertise their products and
services. (Kotler, 1997)
In our country the advertisement sector have limited years of experience. It doesn't count
more than a decade since it started to function as widely as it is now specially on TV. Despite the
limited years of Experience and ~ limitedness in their number these agencies should be
encouraged for their effort in the last fe~ears.
To begin this research effort the researcher consider a report on Fm Addis 97.1 and a
panel discussion on ETV as a source. Both the sources revolve around the characteristics and
quality of current advertisements Ispecially on 1VI and the measure that should be taken to
overcome the problems associated with their nature. From the problems that are stated in the
panel discussion.
• Almost all the advertisements have the same features and presentation style.
The advertising message for substitute products is similar
Lack of experience Ilimited years of experience of these agencies /
The limitedness in the number of agencies.
Less creativity and low marketing knowledge of the advertising agencies.
The budget allotted for a<fltertisingby the companies that advertise their product anll
~ ~
II
•
•
•
•
services.
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• Media selection, timing, clutter and slot.
• so these and other factors will hinder the advertisements from being attractive,
effective and from achieving the AIDAS formula. By taking the above facts into
consideration the researcher believes that there are much more things which have to be
improved in order to overcome the problems
Due to the major groups which are involved in the total advertising process the
researcher will try to evaluate the current advertisement from three different perspectives
• The viewer /Audience
• Companies and organizations that advertise their products and services and,
• From the advertising agencies.
Then by using a convenience sampling method data will be collected from the first group in
order to evaluate the characteristics and quality of current advertisements in terms of the AIDAS
formula I.e whether they fulfill the AIDAS formula and to identify the cause of the problem.
And for the remaining two groups data will be collected in order to evaluate the current
advertisements based on the 5m's.And to identify the cause of the problem that hinder the
current advertisements from being attractive and effective.
Finally the outcome of this research is expected to identify where the root cause of
the problem lies and to highlight what should be done by the advertising agencies and
comI?anies that advertise their products and services in the selected media to avoid the problems
and to make the advertisements attractive and effective.
1.2 Statement of the study and the problem
Modern marketing calls for more than developing a good product, pricing it attractively,
V and making it accessible to target customers and to general public. For most companies, the
\j question is not whether to communicate but rather what to say, to whom and how often. (kotler,
1997) The marketing communication mix (also called the promotion mix) consists of five major
modes of communication. Advertising, sales promotion, public relations and publicity, personal
selling and direct marketing. (kotler, 1997)
Advertising is one of the mot common tool companies use to direct persuasive t
communications _totarget buyers and publics. (stoner, 1997) To persuade the customer or the
4
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public is one possible objective of advertising. So great emphasis should be given to this sector,
because it have direct relationship with the society. Currently most of the advertisements which
are transmitted on ETV are less attractive, less effective and have diminished quality in terms of
AIDAS formula and the basic advertisement characteristics.
With that in mind the writer of this paper tries to evaluate the nature of current
advertisements, the problems involved and then to argue whether the current advertisements
fulfill the AIDAS formula and satisfy the characteristics of good or effective advertisement.
Based on the above basic ideas and objectives the writer focuses to examine the
characteristics of current advertisements in regard to the following aspects:
1. The 5m' s of advertisement
2. The AIOAS formula
3. The considerations that should be satisfied by good or effective advertisement
At a minimum, good or effective advertising satisfies the following considerations
1. It must extend from sound marketing strategy.
2. Effective advertising is persuasive.
3. Effective advertising must take the consumer's view.
4. Advertising must find a unique way to breakthrough the clutter.
5. Good advertising should not promise more than it can deliver.
6. Good advertising prevents the creative idea from overwhelming the strategy.
5
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1.3 Objective of the study
Even though it is costly and often it's effect are uncertain, advertising is crucial to the
successful introduction of new brands and the protection of market shares gained by mature
products(Daft,1997). Advertising is one of the most common tool companies use to direct
persuasive communication to target buyers and the public. (Kotler, 1997)
There are four major groups which are involved in the total advertising process
1. Companies and other organizations that advertise their products
2. Advertising agencies
3. Advertisement media
4. The viewers of the media
Since the media for this research is already selected to be ETV, with in the other three
perspective. The main objectives of the research are as follows
1. To evaluate the nature current advertisements, to examine their influencing effect, to clarify
what the viewer expects from the advertisement programs on TV.
2. To give a pointer for further investigation based on what should be done
To make the advertisements effective and attractive
To avoid or minimize the problems that hinder the growth of the industry
By evaluating the quality of the current advertisements based on the 5m's of advertisement and
the AIDAS formula. So by considering the above points. The outcome of this paper will help in
identifying where the problems of the current advertisements originate i.e. lack of experience of
the advertising agencies message and media selection and on the allocated budget). And also .!n
evaluating the nature of the advertisements in general.
1.4 scope and limitation
While undertaking this research the writer has come across certain constraints by some
factors. Among those constraints the most significant are the following:
1. 200, 20 and 10 questionnaires were distributed respectively to the parties which are involved
p ~
in the advertising profess. I.e. the viewer of the media, companies that advertise their
products and services and the advertising agencies. However, some organizations and people
6
)
were not willing to :fillout the questioners and to be interviewed. Because of this the research
is limited to 87%,85o/oand 80% respectively of what was distributed. Moreover, some the
respondents specifically the companies that advertise and the advertising agencies fail to give
the required and correct information which ultimately affect the study.
2. Lastly, the research was constrained by financial and time factors, that is why the researcher
uses convenience sampling method for the first group i.e. the viewers of the media.
7
CHAPTER TWO J
II Literature Review
Advertising is any paid form of non personal presentation and promotion of ideas, goods
or services by an identified sponsor (Kotler, 1997). In developing on advertising program, firms
go to considerable effort and expense to design, create and evaluate advertisements that will
accomplish their promotional goals. In developing an effective advertising program, the
marketing managers must always identify the target market and buyer motives. Then they can
proceed to make the following decisions in developing an advertising program.
~ Identify the target evidence of the advertisements.
~ State the objective to be accomplished.
~ Determine how much money to spend to achieve the advertising objective
}> Outline the media plan in which the advertisements will be run to reach the target market.
}> Create the actual advertisement
>- Through sales and research, evaluate the effectiveness of the advertisement.
For advertising to be successful it must contain a number of ingredients including the
following.
• It must reach the right audience
• It must be attractive and appealing to the reader or viewer.
• It must cost little in relation to the extra sales made.
The first step in developing on advertising program is to set the advertising
objectives and these objective must flow from prior decisions on the target audience
/market. Since essentially advertising is a means of spreading information, the ultimate
purpose underlying all advertising is increased awareness (Kotler, 1997). Some typical
advertising objectives are
l. To provide information
2. To create interest
3. To persuade
4. To generate immediate sales
5. To establish of favorable image. But the choice of the advertisement should
f ~
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After determining advertising objectives, the next step will be establishing advertising budget.
The company should invest the required amount to achieve specific media vehicle, deciding on
the media timing and deciding on geographical media allocation.
Media selection is important in order to make the audience aware by
finding the most cost effective combination of reach, frequency and impact.
And also by considering target area media habit, product, message and cost the
objective. (sales goal). But how does the company know if it is spending the right
amount? While setting the advertisement budget the following factors should be
considered (Kotler, 1997)
);> Stage in the product life cycle.
Usually established brands are supported with lower advertising budgets as a ratio of sales.
);> Market share and consumer base
High market share brands usually require less advertising expenditure as a percentage of
sales to maintain their share.
);> Competition
In a market with a large number of competition there should be higher budget.
Product substitutability .:..
Thirdly message strategy addresses the problem of what to say about the product and how
to say it. Advertisers go through four steps to develop a creature strategy: message generation
message evaluation and selection, message execution and message social responsibility review.
Since the value of message determine the effectiveness of the advertisement, emphasis should
be given to this step.
After message generation the alternative message should ?e evaluated interms of
desirability, Exclusiveness and believability or provability. The message's impact depends not
only what is said but also on how it is said message execution can be decisive for products that
are highly similar. Creative must also find a style, tone, words and format for executing the
message and all these elements must deliver a cohesive image and message. And fmally
advertijers and their agencies must make sure that their "creati"e" advertising doesn't overstep
social tnd legal norms. t
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The next task is to choose advertising media to carry if. The steps here are deciding on
desired reach, frequency and impact. Choosing among major media types, selecting the media
planners make their choice among these media categories.
Good planning and control of advertising depends critically on measures of advertising
effectiveness. The effectiveness of the advertisement is measured through sales and research.
Among the researches.
• Communication - effect research. Which seek to determine whether an advertisement
is communicating effectively. it can be done before an advertisement is put into
media. And it helps to asses advertising communication effect.
• Sales effect research.
It reveals what sales are generated by an advertisement. It is generally harder to measure
the sales effect because sales are influenced by many factors besides advertising.
To help to accomplish the objectives of advertising it is appropriate to use the
AIDAS concept. AIDAS is derived from the first letter in each of the major tasks of
advertising
• To attract Attraction
• To draw Interest
• To create Desire
• To elicit Action and finally
• Measuring satisfaction
The AIDAS formula is appropriate for all promotional efforts and helps in accomplishing the
objective of advertising (kotler, 1997).
If the target market laudience is identified properly and if the 5m's are appropriately
taken into account and followed, it is obvious that the advertisement will be attractive and
effective because the 5m' s are the core points to evaluate a given advertisement. In general, the
impact of the advertisement can be evaluated by using the AIDAS formula.
10
CHAPTER THREE
III Methodology
The study was made to evaluate the nature of current advertisements based on the Sm's,
in Addis Ababa. As stated in the objective part this paper perceives the current advertisement
from three perspectives= from the audience /viewer point of view, from the companies that
advertise their products and services and from the advertising agencies point of view. So there
will be three different questionnaires administered for each group. And interview will be
conducted as needed.
The nature of the study is of descriptive of survey type where documentary information,
questionnaires and interview were employed as tools of the data collection. The sampling
technique used for the first group(the viewer) is convenience sampling while random selection is
used for the remaining 2 groups.
Since the starting point of this research is panel discussion on ETV, which revolves
around the characteristics of current advertisements and the measures that should be taken to
.overcorne the problems, For the first group /the audience /the question were developed in a way
to get information about the characteristics of the advertisements, their attitude towards the
advertisements, the provability of there message and finally what should be done to avoid the
problem in order to make the advertisements attractive.
The second questionnaire is developed for companies that advertise their products and
services in a way to acquire sufficient information about how they identify their target audience,
their objectives, the budget allotted for the advertisement and how the-y-measure the effectiveness
of the advertisements.
The third questionnaire is for the advertising agencies. It contain questions about the
message generation and evaluation process. The money paid for these companies (whether It is
enough or not) and about their effort to make their work attractive and effective.
For the first group. Since it is completely based on the panel discussion. Convenience
sample of 200 people who have the access to TV will be questioned just to support the idea of
the panel discussion. When it comes to the second group data were collected from companies
that advertise their products and services so often and.from established firms in order to analyze
f
the effectiveness of the advertisements. In case of the third group since this group is expected to
provide expert information and greater emphasis were given and an interview was also~
11
conducted and the data was collected from all potential agencies, since they are limited in
number. 200, 20 and 10 questionnaires with both open and close ended item were distributed to
the three parties which are involved in the advertising process i.e. The viewer of the media,
companies that advertise their products and services and to advertising agencies. Out of this
87%, 85% and 80o/orespectivly of what was, distributed were responded to.
All the data were collected by data collectors Except for the third group. The data
collectors were given orientation and clarification about the objective of the research and the
questionnaire. For the third group the researcher himself have collected the data. In order to get
appropriate answer the respondents were also told about the benefit of the study ..
The data processing and analysis techniques were qualitative which include calculation of
data and percentage analysis for comparison and also the central tendency will be calculated in
order to know the most common characteristics of the each group. And also an attempt was made
to get information through interview and the result is included as a support to the study analysis
12
CHAPTER FOUR
IV. Results and discussion of the data
This part deals with the major fmding of the study. All the necessary data and information
that are gathered are analyzed and hence the basic issues are given the appropriate
treatment.
However, before going to the basic parts of the study, it would be appropriate to know
the number of respondents watching ETV advertisements regularly
esnon n car
Respondent
No Item Response No o
I Watching TV Yes 116 66.7%
Commercial No 58 33.3%
Regularly
Total 174 100
2 Reason for not
Watching the - Do not watch TV
Advertisements Advertisements at all 3 3.5
Regularly - Not interested in I
Advertisements 6 10.5
I- Do not fmd time to I
watch programs regular 13 22.8 I
- It is a waste of time to
Watch regularly 13 22.8
- The advertisements are
Not attractive at all 16 26.3
- Others 7 12.3
Total 58 100
Table 1.1.
R de is h acteristics
From the responses given in table 1.1, 33.3% do not watch advertisements on TV regularly
due to some reasons which are listed in item 2 of the above table. The term others (12.3 %)
in the above table includes reasons like the advertisements are on air repeatedly for a longer
period of time and ETV screens advertisements continucusly for a longer time (clutter) and
this make the advertisements boring and unattractive to watch. Among the reasons the
advertisements are not attractive at all ranks first.
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Table 1.2
Inspiration and benefit
Respondent
No Item Responses No %
1 Have you ever been
inspired by any Yes 117 67.24
advertisement No 57 32.76
Total 174 100
2 Have you purchased a
product or service Yes 112 64.37
after watching the
advertisement No 62 35.63
Total 174 100
3 Did the product or
service offer you the yes 41 36.2
benefit you expected No 71 63.8
Total 112 100
. ---
As could be observed from table 1.2, 67.24% of the respondents have been inspired by any
advertisement to have the product or to' avail the service and according to item 2 on the same table
64.37% of the respondents have p~d a product or availed the service after watching the
advertisement program of the product or the service.· Finally, item 3 indicate that out of the 112
respondents who have purchased or availed a service, 63.8% believes that the products or the service
have offered them a benefit below the advertisement have stated.
From the above response one can understand and reach to the following conclusions. In the
first place the advertisements inspire the user through exaggerated message about the product and the
advertisement programs promise a benefit more than what the product or the service can deliver and
secondly the advertisements are exaggerated and misleading.
About exaggeration and misleading, the cllrrent advertisements are believed to have misleading !>
~ ~
effect and the advertisements of substitute products do not state the desirable and exclusive aspect of-- - - -
the products and this will be explained in depth-in the following table.
14
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Table 1.3
Exaggeration and misleading nature of the programs and statement of the desirable aspect of the \ .
product
Respondents
No Item Responses No 0/0
1 Do you think the advertisements Yes 142 81.61
are exaggerated
No 32 18.39
Total 174 100
2 Do you think the advertisements Yes 96 55.17
are misleading No 78 44.83
Total 174 100
3 Do all advertisements state the Yes 49 28.16
desirable aspect of the product No 125 71.83
Total 174 100
The above table shows that 81.61% of the respondents believe that the current advertisement have
exaggerated nature and 55.17% of the sample believes that some advertisements are misleading instead of
giving or providing correct information. And item 3 on the same table indicate that 71.83% of the sample
agrees that most of the advertisements do not state the desirable aspect of the product especially for
substitute products.
Findings on item 1 and 2 of table 1.3 can be used as on evidence and proof for the results and
conclusion made for table 1.2 that the advertisements promise more than the products can deliver.
15
Table 1.4
Uniqueness and reasons that make the advertisements boring
Respondents
No Item Responses No 0/0
1 Have you felt bored of Yes 152 87.36
Watching advertisement No 22 12.64
Total 174 rerr'
2 Have you ever perceived Yes 90 51.72
a unique advertisement
regarding presentation No 84 48.28
Total 174 100
In the above table, item 1 shows the number of respondents who have felt bored of watching
advertisements. 87.36% the respondents have felt bored of watching advertisement programs due to
some reasons. Some of the reasons are
The advertisements are not attractive at all
Most advertisements have similar message
The number of advertisements transmitted at a time (clutter)
Message of the advertisement are exaggerated
Most advertisements have similar presentation style
When we relate this with the reasons that are given on table 1.1, most of the reasons that
hinder the viewer from watching regularly are related with the reasons that make the
•
•
•
•
•
respondents bored of watching the advertisements.
According to item 2 of the same table, 51.72% of the sample have perceived a unique way
of presentation once or more than once but in reality similarity in presentation is one of the
problem that make the advertisements unattractive and boring currently advertisements with
¥ ?
unique feature are rarely transbtted on ETV. t
. Among the samplewhowatch advertisements many believes that they are attracted
- - - -
because some of them are funny and sometimes they are fond of the celebrities in the e. ~ .
16
advertisement and from the possible solutions that are expected to solve the problems
associated with current advertisement exact statement of the benefit of the product or service,
statement of desirable and exclusive aspect of substitute products and new style of
presentation are among them. And new style of presentation is frequently stated than the other
reasons.
When we analyze the whole fmding in terms of the AIDAS formula, only few
advertisements are capable of satisfying their viewer this is because most advertisements
promise more than the product can deliver. In the first place only few advertisements have the
power to attract attention and influence the viewer to have the product or to avail the service
even though they are capable of influencing only few advertisement satisfy the client as
expected or as they have promised.
Results of the second group
This group represents companies or organizations that advertise their products and
services on ElV and this part will try to analyze the results based on the Sm's of
advertisements.
Table 2.1
Satisfaction on the advertisement programs and the extent to which their objectives are
met
Respondent
No Item Responses No 0/0
1 Is your company satisfied Yes 10 58.8
by the work of the advertising No 7 41.2
agencies
Total 17 100
2 Do the past advertisements Yes 15 88.2
met their objectives No 2 11.3
Total 17 100
3 The extent to which the Great 7 46.7
advertisements have met Moderate 5 33.3
their objective, Low 3 ~ 20
Total !.- 15 t 100
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Item 1 of the above table shows that 58.8% of the sample companies are satisfied by the work
of the advertising agencies and by their advertisement programs. item number 2 on the same
table indicate that 88.2% of the sample believes that their advertisements have met their
objectives and the extent to which the advertisements have met their objectives are stated in
item 3.
When we relate this finding with that of group 1 findings, we can understand that most
of the companies that advertise their products and services have low marketing knowledge. As
per the finding 58.8 % are satisfied but currently the viewers are complaining about the
advertisements. When it comes to item 2 and 3 of table 2.1 since they use only sales effect
measurement to measure the effectiveness of the advertisements, they may think that the
advertisements have met their objectives.
When it comes to budget (money) 70.6% of the sample do not have separate budget
for advertisements and 88.24% of these group believes that the money paid for the advertising
agencies IS reasonable and the result will be presented in the following table
Table 2.2
Budget (or advertisement
rotal 17 100
'<l"o Item Response No
Respondent
%
Do your company have a
Separate budget for
advertisements
Yes
No
5
12
29.4
70.6
Do you think you are paying
reasonable amount to the
advertising agencies
Yes 15 88.24
No 2 11.76
rotal 17 ]00
--------------------------------------------------------------------------------------
Do your company change the Yes 3 17.65
advertisement program based I
on the life of the product No 14 82.35
i
Total 17 100 ~
All the companies consider product substitutability, competition or market share on
shaping their advertisement programs depending on the type of business they are operating
~
and 70.6:-0 of the sam~le plan the fund for the advertisement when the time co~es item 3 of
table 2.2 shows th~t ~nty 11.63 % of the sample change their advertisement program_
depending on the life of the product. This may be because of law marketing knowledge and
-18
most companies do not have separate budget. In turn this will make the advertisements less
effective but, most of the time companies transmit one or two advertisements repeatedly for a
longer period of time.
Table 2.3
Match between the massage and the benefit and participation in developing creative strategy
Respondent
No Item Responses No 0/0
1 Do you think your clients Yes 14 82.35
are satisfied by the product No 3 17.65
as they expect
--
Total 17 100
12
Do your company participate yes 8 47.06
in developing creative No 9 52.94
strategy
Total 17 100
According to item 1 of the above table, 82.35% of the sample believes that is a perfect
match between the message and the benefit that the product or the service can offer and item 2
indicate that 47.06% of the sample companies participates in developing creative strategy but
the main issue is that to what extent the companies participate in the process.
When we relate this with table 1.3 (81.61% of the sample believes that the
advertisements are exaggerated) when we relate the above finding with that of table 1.3 of the
previous part, the result seems contradicting. Because according to table 1.3, 81.61% of the
sample believes that many advertisements are exaggerated while item 1 of table 2.3 deny the
fact that the advertisements have exaggerated message. In contrast 17.63% of these companies
believes that their advertisements have exaggerated nature yet they transmit it may be because
of their desire to win the competition or due to their less filling of social responsibility.
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Table 2.4
Measurement and improvement
No Item Responses No
Respondent
0/0
1 Do you measure only
by Sales effect
Yes
No
17 100
a
Total 17 100
2 Do you think improvement
is needed for advertisements
Yes
No
17 ]00
a
I Total 17 100
The above table shows the measurement of the effect of the advertisements and the
response of the sample towards the improvement needed in the advertisement programs.
According to item 1, all the companies measure the effect of their advertisement only
by their effect on sales. And again all the companies believe that improvement is needed in the
advertisement programs. (It might be their own or other company's advertisement.)
Generally the companies give their comment on the current advertisements that
J
presentation style and message needs improvement in order to make the advertisements
attractive and effective. When it comes to the cause of the problems the researcher divides the,
problem to that of the advertising agencies and the companies that advertise their products and
services.
Results of the third group (Advertising agencies).
The result of this group is expected to asses the efforts of the advertising agencies and
their problems. And by relating the result with the result of the other two groups it will help to
evaluate the current advertisements in terms of the 5 m's
~
~
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Table 3.1
Considerations in making the advertisement programs and money paid (or the agencies
Respondents
No Item Responses NQ 0/0
1 ~ Consideration of target market Yes 8 100
Market positioning & marketing
Mix strategy in shaping the No - a
advertisement program
Total 8 100
2 ~ Consideration of stage of life cycle in Yes 8 100
preparing the advertisement programs
and deciding on the budget No - a
I
Total 8 100
3 ~ Reasonability of the money paid Yes - a
No 8 100
Total 8 100
4 ~ Confidence that they will do better if Yes 8 100
they are paid more No - 0
Total 8 100
TabIe3.1 --. Considerations ill making the advertisement programs and money paid
for the agencies.
~ As can be seen in the above table, the responses for item number one and two indicate the
major activities or considerations that are taken in to account while shaping the
advertisement programs. It is indicated that all the agencies (lOO%)consider target market,
positioning, market mix strategy and stage of product life cycle in shaping the
advertisement programs. And Item 3 and 4 of the table shows that the money paid for the
agencies is not reasonable and all the companies are confident that they will perform better
Iin the future if they are paid more. I
The following table contains 4 questions and responses that indicate whether these
agencies have done their best in the advertisement programs they haye made, they
21
contribute their share to the development of the industry, they have enough experience in
the sector and the reasons that affect the growth of the sector.
Table 3.2
Contribution to the growth of die sector and factors that affect the improvement
Respondent
No Item Responses No. 0/0
1 Have you done your best in the Yes 7 87.5
advertisement programs you have No 1 12.5
made
Total 8 100
2 Do you think that your contribution Yes 3 37.5
to the development of the sector is No 5 62.5
significant.
Total 8 100
3 I Do you have enough experience in Yes - a
the sector No 8 100
Total 8 100
4 Do you think limitedness in the Yes 8 100
number and less competition in the No - a
sector affect the growth of the
sector
Total 8 100
As shown in Table 3.2, 87.5% ofthe respondents said that they have done their best in
the programs they have made and the remaining 12.5% is not confident about it because the
amount of money will limit their performance. According to item 2,62.5% of these companies
said that they do not think they have contributed their share to the development of the sector
due to some reasons.
• The amount of money will limit their performance
• They have less experience
.,. • Lack of adequate /modem equipment and letest technology.
t ~
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Item 3 and 4 of the tables shows that 100% of the sample believes that they do not
have enough experience in the sector and that the limitedness in their nwnber & less
competition in the sector affects the improvement of the industry. Moreover all of
these agencies encourage the companies that advertise their products and service to
participate in developing the programs and they also consider social responsibility.
Table 3.3
Personal view of the agencies towards current advertisements
Respondents
No Item Responses No Rank
1 View of the agencies A. The advertisements are 3 4
cluttered
B. similar style of presentation 5 3
C. The advertisements are less
developed & most of the
celebrities are not Professionals 2 5
D. The advertisements are
unattractive, baring and they
have low influencing effect 6 2
E. Benefits are exaggerated & most
of the time nothing is said about
desirability and exclusiveness 7 1
In the above table, the response given indicate that the current advertisements are
exaggerated because it ranks first and the response that ranks second and third are the
programs are not attractive and they have low influencing effect and similar style of
presentation respectively.
23
CHAPTER FIVE
V. Summary offindingst Conclusion and Recommendation
This part deals with the summary of findings, conclusion and recommendation of the study.
5.1 Summary
The purpose of this study is to evaluate the nature of current advertisements based on
the 5 m's of advertisement, to investigate and analyze the problems associated with the
advertisements and to suggest what should be done to make the advertisements attractive and
effective. To conduct the study, all the necessary information were collected using
questionnaires and interview. 200,20 and 10 questionnaires with both open and close ended
items were distributed to the three parties which are involved in the advertisement process i.e.
The viewer /audience, companies that advertise their products and to the advertising agencies.
Out of this 87%, 85% and 80% respectively of what was distributed were responded to. All the
respondents were selected using convenience and Random sampling. In addition survey of
related literature was used to secure additional information.
The following are the summary of fmdings presented in the previous part,
1. Among the sample who respond to the first questionnaire 66.7% watch the commercials
regularly and the remaining do not watch advertisements regularly due to some reasons
which are listed in the previous part.
2. The extent to which the advertisements inspire the viewer to have the product or the service,
and assessment of the benefit they offer after the viewer have purchased or availed a service.
A. 67.24% of the sample have been inspired by any advertisement
B. 64.37% of the respondents have purchased or availed a service after watching the
advertisements.
C. Among these viewers who have purchased or availed the service, 63.77% are not happy
with the benefit the product or the service have offered.
D. And 81.61% of the sample fills and believes that some advertisements are too exaggerated
.or unethical
3 Advertisement characteristics and content
A. 71.68% of the sample states that the adve~isements do not state all the desirable aspects
to
of the product. -
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B. Because the advertisements are not attractive, most advertisements have similar message,
and the number of advertisements are many (clutter) 87.36% of the respondents have felt
bored of watching advertisements.
C. About uniqueness in presentation, 51.72% says that currently there are some
advertisements which have these features.
The following points represent the fmding from the second group i.e. companies that
advertise their products and services.
4 Satisfaction by the work of the agencies and the extent to which the advertisements in the
past met their objectives.
A. 58.82% of this group is satisfied by the work of the advertising agencies.
B. And again 88.24% of this group believes that the advertisements have met their objectives.
46.7% to a great extent, 33.3% to a medium extent and 20% to low extent.
5 Budget for advertisement, amount of money paid to the advertising agencies and factors
considered in deciding budget.
A. About the reasonability of money paid to these agencies, 88.24% of the sample believes
that the amount is fair in relation to their work and 82.35% is willing to pay additional sum
for a better work.
B. among this 17 companies, only 29.4% have a separate budget for advertisement programs
C. All this companies consider market share, competition and product substitutability while
deciding the budget for advertisement.
6 Only 17.65% of these companies change their advertisement program according to the
stage of life of their product and 17.06% of this companies participate with the advertising
agencies in developing creative strategy.
7 Measurement and improvement
A. All of these companies measure the effect of the advertisement only by their effect on
sale.
B. And All these companies believe that improvement is needed in presentation style,
message and influencing power.
8 From their general view about the current advertisement, the companies' point out the
following problems believed to be the causes.
~
• The limitedness in the Jumber of advertising agencies.
• Lack-of experience by tile agencies -
• Lack of up to date technology equipment
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Currently the quality of Ethiopian advertisements is diminishing in theeyes of
professionals so as a conclusion the following factors are listed from two different angles
I Advertising agencies
1 The fact that the government has excluded foreign companies to invest in the
advertising industry creates a lack of competition for Ethiopian companies which in
turn diminished the quality of advertisements.
2 As this paper have tried to mention at the beginning the advertising industry is mainly
occupied by public celebrities like artists so most of the agencies have less marketing
knowledge and experience .so as a result the advertisements are less developed and less
professional.
3 Low creating potential of the agencies is another factor for the diminishing Quality of
the current advertisements and that is why unique advertisements are rarely screened on
ETV.
4 The agencies are limited in number
4. Another problem is that lack of up to date studio and studio equipment. Even there are
agencies who do not have studio. This is because of the amount of tax to be paid for
importing the studio equipment and lack of capital to import the equipment.
II. Companies that advertise their product or service
1 Most of the companies that advertise their products or services do not have separate
budget for advertisement (only 29.4% of the sample have separate budget) and many
companies perceive advertisement cost as an expense
2 The companies do not change their advertisement program depending on the stage of life
cycle (Except few) . This is because they have little marketing knowledge and they want to
save money.
3 Very few companies recognize that advertising and marketing are integrated part of their
business.
4 This companies do not participate with advertising agencies in developing creative
strategy and in reflecting the nature on their business.
5 The companies measure the effectiveness of advertisements only by their effect on sales
while sales is influenced and affected by many other factors.
In addition to the above points, there is no any responsible body to control the. ' ~
advertis~ agencies (their work and potential) and the quality of atNertisements from the
country's sole television ( the government) side-in order to protect the public ana to rescue
the industry.
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When we evaluate the current advertisements in tenus of the major tasks of advertising
(attract attention, draw interest, create desire. elicit action and satisfaction), the
advertisements do not fulfill the criteria of good or effective advertisements to accomplish
the objective of advertising. Only few advertisements are capable to attract attention draw
interest, create desire and elicit action yet most advertisements have the problem of
satisfying their customers because they promise more than they can deliver obviously
effective advertising is persuasive and must find unique way to breakthrough the clutter
I while in case ofETV advertisement the current programs try to persuade by exaggerated
and inappropriate reasoning and benefit and rarely have unique way to breakthrough the
clutter
(67.24% of the sample have been inspired by any advertisement to purchase the product
or to avail the service, 64.37% have purchased or availed a service after watching
commercial yet only 36.2% of this people are satisfied by the product or the service in
relation with the advertisement message)
• Finally for the proper and healthy growth of the industry, the major groups which
<,
are involved in the total advertising process should contribute their share.
• Companies and other organizations that advertise their products and services have
to participate in developing creative strategy, should have separate budget for
advertisement, have to be willing to change their advertisements from time to time.
And have to implement another measurement other than sales effect measurement.
);> The advertising agencies have to present the message in a short (precise), brief and strong
manner so that-the advertisements will influence the viewer and they have to present in
different styles to attract the viewer. And also they have to try to make the advertisements
professional and well developed.
);> When it comes to the task of the media ETV should try to reduce the number of
advertisements that it screens at a time (clutter).
5.3 Recomntendation
TIlls study, as is repeatedly indicated, have some constraints and is of a survey type and
as such it can not give all possible solution for all the problems passed. Hence, the following
recornmendatign are given as a pointers for further investigation based on what should be done
~ ~
• To make the advertisements effective and attractive !
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• To avoid or minimize the problems that hinder the growth of the advertising
industry.
1 The advertisement programs must extend from sound marketing strategy. Since the
ultimate purpose underlying all advertising is increased awareness, the objective should be
to spread exact and proper message to the target audience in order to keep the society's
safety.
2 The current advertisements have to develop power to persuade the viewer/consumer/. But
not by promising more than they can deliver. Because an effective advertisement should
not promise more than it can deliver. So the benefit should be stated in exact and
appropriate terms in order to prevent the creative idea from overwhelming the strategy.
3 The advertisements must take the consumer's view (must analyze what benefit the
consumer expects from the product) and they must find a unique way to breakthrough the
clutter on what to say (message) and how to say it (presentation style). Since the value of
message determine the effectiveness of the advertisement, emphasis should be given to the
message and the alternative messages should be evaluated in terms of desirability,
exclusiveness and believability or provability. (specially for substitute products) and it will
be better if the agencies change their presentation style from one advertisement to another
advertisement.
{jJ Both companies that advertise their products and services and the advertising agencies
should participate in developing their creative strategy and they have to accept that they are
responsible for the well-being of the society and healthy competition and training and
education should be given to these companies in order to improve the quality of the
advertisements.
5 The government should permit professional foreign companies to invest in the advertising
industry and new entrants should be encouraged in order to create competition to the
Ethiopian companies which in turn will increase the quality of the advertisements but the
companies should be evaluated in terms of their financial capacity and marketing
knowledge. And again the government should reduce the tax paid for importing studio
equipment. In reality it will not be easy to the Ethiopian advertising agencies to compete
with foreign companies, if the government permits foreign companies to invest in the
industry. Yet it is believed to be advantageous and to contribute much to the growth of the
¥ ~
Industry. In the first place when the competition becomes tough ,the domestic companies
will try to improve their skill ana performance of their a_dvertisement programs .Secondly if
the competition becomes beyond their capacity, they can merge with one another to cope
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up the competition. As a result it will make the domestic companies stronger and
competent in terms of marketing knowledge, financial capacity and other factors which are
necessary for the improvement and growth of the industry.
6 In order to make the advertisements attractive and ethical, there have to be some
responsible body to control the quality of the advertisements before screening them and
ETV should try to reduce the number of advertisements that are transmitted at a time in
order not to make them baring because of the clutters finally ETV have to reduce the
amount it charges to screen(transmit) the advertisements.
7 It is better to change the attitude of the companies that advertise their products and service
towards the advertisement expenses that they are not only expenses but also investment
and this will help to
• Change the advertisement programs from time to time based on the life stage of the
product
• Enable the advertising agencies to contribute their part to the growth of the
industry (because 62.5% of the agencies complain about the amount of money)
and again the advertisements will be more developed and professional because it is
expensive to lease the time, the companies will lease an appropriate slot and force
the advertising agencies to make advertisement that can be transmitted during that
slot.
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Appendix I
QUES110NNAIRE DEVELOPED TOASSESS tue VIEW AND A 1711VDE OF
COMPANIES 11lAT ADVERl1SE mEIR PRODUCTS AND SERVICES
TOWARDS mE WORK OF mE ADVERl1SING AGENCIES.
1. Type of business
2. Is yOW"company satisfied by the work of the advertising agencies?
Yes--- No---
If no specify why?
3. What was the general objective of the advertisement programs of your company?
D To inform
D To persuade
D To remind
If any, specify
4. Did all advertisements in the past meet their objectives?
Yes--- No---
IF yes, to what extent?
D To a great extent__
D To a moderate extent
D To a lowextent
If no, What do you think are the reasons?
5. Do you think that the money paid for the advertising agencies is reasonable?
Yes No---
6. Is your company willing to pay additional money for a better work?
Yes--- No---
7. Does your company has a separate budget for the advertisement programs? ./
Yes---- No---
8. If no specify how you plan yOW"funds for the advertising programs?
9. Which factors are considered in deciding budget for the advertising programs?
Product substitutability __
Competition __
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Market share
Product life cycle __
If other, specify
10. Do you believe that the advertisement of your product or service is attractive and
appealing to the viewer ?
Yes No
11. Do you believe that there is a match between the message and the benefit offered
through the product?
YES NO
12. Does your company change the advertisement programs according to the stage as
life cycle of the product?
Yes No----
k' 13. Does your company participate in developing creative strategy with the
advertising agencies?
Yes No -----
14. Do you believe that your advertisements reached the right viewer?
Yes No ----
. 15. Do you measure the effect of your advertisement only by their effect on sale?
Yes No ----
16. Do you think any improvement is needed in the advertisement programs.
Yes No -----
Jfyes
17. specify the area that needs improvement?
18. what do you think are the cause of the problems.
19. specify the things that should be improve the advertisements?( your company's
view)
20. on what bases you do select the advertising agencies that make you
advertisement program.
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Appendix II
Questionnaires developed to assess the knowledge and attitude
of the viewer towards the ETV commercials
1. AGE SEX Employee
Non- employee
2. Do you watch advertisements on TV regularly?
Yes No
Ifno, Why?
-Do not watch TV at all
-Not interested in advertisements
-Do not find time to watch programs regularly
-It is a waste of time to watch programs regularly
-The advertisements are not attractive at all
If others, please specify.
3. Have you ever been inspired by any advertisement to buy the product or service?
Yes No
4. Have you ever purchased a product or availed a service after watching the
advertisement?
No
5. Did the product or service offered you benefit as they were advertised?
Yes No
6. Have you ever found that some advertisements are too exaggerated or unethical?
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Yes No
7. Have you ever found that some advertisements are misleading?
Yes No
8. Do you think that the advertisements state all the desirable aspects of the product?
Yes No
9. Do you think that there is a match between the message of the advertisements and
the benefit of the product?
Yes No
10. Have you ever felt bored of watching advertisements?
Yes No
If Yes, Why?
The advertisements are not attractive
Most advertisements have similar message
The number of advertisements given at a time are many
Message of the advertisements are misleading
If other please specify.
11. Have you ever watched advertisements with a unique way of presentation?
Yes No
If yes would you be able to mention any/
12. Have ever been attracted by the contents of an advertisement?
Yes No
If yes, Why?
Some of them are funny
Because you are fond of the celebrities in the advertisements
Sometimes up to date and necessary information are transmitted.
If other please specify
13. What do you think the cau~ that hinder the advertisements from being attractive ¥
f . ~
and that make you fill bored? (other than the factors listed)
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14. What should be done to avoid the problem?
Exact statement of the problem
Statement of all the desirable aspect
New way of presentation
If other please specify.
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Questionnaire developed to asses the efforts of advertising agencies
1. Time of establishment
2. Do you consider target market, market positioning and YES NO
marketing mix strategy in shaping the advertisement
oroorarns.
Do you consider the life cycle of the product in YES NO
preparing the Advertisement programs and on
decidinq the budcet?
3. Is the money paid reasonable for the activities to be YES NO
performed?
Did you ever think you could have done better on any YES NO
advertisement If you were paid more?
4. DO you think you have your best in the advertisement YES NO
programs you If no, What are the factors that limit your
Have made? performance?
5. Do you think that you have contributed your share to YES NO
the development If no, specify the reasons
Of the sector?
6. Do you think you have enough experience in the YES NO
sector?
7. Do you think the limitedness in number of these YES NO
agencies and less Competition in the sector affect the
orowth {improvement of these sector
8. Do you encourage the companies to participate in YES NO
developino the Advertisinq oroorarn?
9. Do you consider the social responsibility concept in YES NO
develooinq the Advertisement oroqrams?
10. What is your personal view towards ETV commercials?
11. What are the problems that hinder the sector from improvement? (your view)
I
I
12. What are the problems that hinder the sector from improvement? (your view)
t
13. What is your suggestion to avoid or minimize the problems?
- - - -
.
- -
J
• Message similarity, reliability & believability.
And finally here are the summary of the finding from the advertising agencies.
9 Considerations in shaping the advertisement programs and the effect of money.
A. All the agencies consider target market, market positioning, marketing mix strategy and
the life cycle of the product which shaping the advertisement programs
B. All these companies complain that the money paid for them is not reasonable relatively
to the activity performed and they all believe that they will perform better if they are
paid more.
10 Performance, contribution and experience of advertising agencies.
A. Among the agencies 87.5% believes that they have done their best in the programs
they made and the rest think that there are factors which limit their performance.
B. About their contribution to the development of the industry. Only 37.5% believes that
they have contributed their share.
C. All the agencies do believe they havl'fnough experience in the sector.
Il.A These companies encourage the organizations to participate in developing the programs
and also they consider social responsibility concept. About the problems that affect the growth
of the industry these agencies states limitedness in number and less competition as main factors
that affect the industry.
C. About their personal /GeneralJ view towards the current advertisements the agencies states
that the advertisements have
• Similar style of presentation
• Exaggerated benefit and nothing is said about the desirability and exclusiveness of
the product
• The advertisements and unattractive sometimes boring, less effective and they have
low influencing effect.
5.2 Conclusion
The following conclusions are drawn based on the findings and it is from two different
perspectives. I.e. from the view of the major groups which are involved in the total advertising
.process and based on the 5m's of advertisement.
As per the fmding 87.36% o~e viewer believes that the advertisements are boring atfd
f _
it is because -
• The advertisements are not attractive
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• Most of the time they have similar message and style
Mostly the advertisements are exaggerated and misleading
Clutter/ the number of advertisements screened in a raw/
•
•
1 The problem of attractiveness and influencing directly points towards the efforts of
advertising agencies. Due to lack of enough experience and marketing knowledge of the
agencies, most of the advertisements generated by these agencies are less developed and
less professional. Currently the advertising industry is mainly occupied by public
celebrities like artists who lave gained fame working in major theatres but who do not
have a clue about advertisement and there is low competition among firms. As a result the
current advertisements have poor quality and influencing effect. In fact, very few clients
recognize the difference between a good and bad advertisements but nowadays thanks to
Ethiopian television partner 1V Africa there are signs that the public is beginning to react
to the ineffective commercials (Informer feb 14)
2 When it comes to similar message and style almost all advertisements of substitute
products have same message and style even the programs do not mention anything about
the desirable and exclusive aspect of each products. In the industry there is imitation of
ides, style and message between the advertising agencies. The agencies are less creative
(almost all advertisements of one agency are similar to each other in presentation style and
there is no participation of companies that advertise their products or services in developing
the advertisement programs as a result on the listed factors the advertisement message
becomes ineffective and exaggerated (81.61% of the sample group believes most
advertisements are exaggerated)
3 Obviously, most of the current advertisements promise more than they can deliver and it is
because
The advertisements have poor marketing strategy
The advertisers do not consider the consumer or viewer while planning
Most of the advertisements are not developed by professionals who fell responsible to
the society and who have enough experience and marketing knowledge
Most of the companies are profit oriented.
As a result of the above and other factors the advertisements mislead the consumer.
4 Another reason that make the advertisements boring is the lack of awareness among the
¥ ¥
staff of the Ethiopian te1etlsion, sometimes ETV screens 20-30 Commercials in l-raw after the
8.30 p.m, News bulletjn as a result people have started to consider advertiseme_n~ as a program-
by itself.
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